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Digital trends in retail



| Top 3 digital trends in retail globally

#1 #2 #3

Technology is
improving customer
experience

Online retail grows From ecommerce to
faster than mcommerce
traditional retail




Online retail is experiencing significantly stronger growth
in sales than retail as a whole

In 2016 in U.S, online retail grew 7.4x more than total retail (excluding online)

Sales growth (%)
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Shopping on smartphones is getting easier

In 2016 global mobile sales made up 34% of all e-commerce transactions around the world, and
it's projected to grow 31% in 2017

Website Features of Retail Brands in Europe,
by Country, Aug 2016

% of audited brands

[1] Mmobile-optimized site

[2] Responsive web design

[3] GPS store locator (desktop site)

[4] GPS store locator (mobile site)

[5] Ecommerce functionality (desktop site)

[6] Ecommerce functionality (mobile site)

[l 2] (3] (4] (5] 6]

Germany 100% 96% 22% 22% 92% 92%
Netherlands 96% 58% 60% 48% 76% 60%
Ireland 92% 70% 84% 84% 70% 70%
Poland 92% 54% 28% 34% 72% 68%
Spain 86% 62% 92% 90% 74% 74%
Serbia 72% 60% 6% 12% 56% 46%
Turkey 62% 38% 62% 62% 46% 46%
Total 86% 63% 51% 50% 69% 65%

Source: Interactive Advertising Bureau Europe (IAB Europe), "Advertiser
Mobile Audit Report," Sep 27, 2016

217565 www.eMarketer.com




Technology allows to bridge the gap between offline and

digital
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Alibaba provides immersive
experience by allowing to shop via
virtual reality with help of VR/AR

Monsoon Accessorize provides customers
with e-receipts that gives them personalized
offers based on their online and offline
purchase habits


https://www.youtube.com/watch?v=-HcKRBKlilg

Your Amazon.com Today's Deals GiftCards Regisiry Sell Help

amazongo
N

Introducing Amazon Go and
the world’s most advanced
shopping technology.

No lines, no checkout—

just grab and go!

New Year New You

EN Hello. Sign in A\,
@ -~ Account&lLists -~ Orders TryPrime -~ Cart

.
Sign in |

| Mew customer? Start here.




' How Polish consumer expect retail to

Digitalization Seamless checkout

87% 86%

Believe that majority of shops Poles expect that standard
will provide digital services to checkout counter will be
its customers replaced by electronic or mobile
payments

Source: “Przysztos¢ zakupow”. Najwazniejsze trendy w retail teraz i w roku 2030”, Comarch, Kantar TNS, 2016



| Role of mobile in retail of the future

e ¥ »~ f N

Poland Germany Switzerland The Netherlands
L4% 47% 50% 46%
50% 45% 52%
24% 29% 27% 23%

Source: “Przysztos¢ zakupow”. Najwazniejsze trendy w retail teraz i w roku 2030”, Comarch, Kantar TNS, 2016

Italy

58%

46%

34%

Great Britain

55%

45%

29%

Personalized offer delivered in real time
during visit in a store

In-store navigation in smartphone in order to

find product in a store

Personalized offer delivered in real time when

in close proximity to a store

Google



Google

potrzeby wiadzy i estabyki

potrzeby odbioru spotecznego

potrzeby spoteczne

potrzeby stabilizacii

potrzeby podstawowe

Potrzeby wiriszego
rzedu

Potrzeby nizszego
rzedu
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Kolejny rok mobile :-)
& UX
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Smartphone use in the population

% online pop who access the internet via smartphone
at least as often as via desktop computer

47%
38%
o 27%
/é) 17%
OF PEOPLE 16+ 0% - .
USE A SMARTPHONE

2012 2013 2014 2015 2016

Google | PI— Base: Online pop 16+, n=778

Source: Connected Consumer survey 2012-2016



Use of smartphone to research, across products

Saudi Arabia Sweden
Turkey Switzerland
spain 7S Austria IS
jsrae! A Norway TS
Romania IEEZ cermany 7SR
retond [ E Uiraine TSN
United Kingdom [EZ S France ECT SN
Russia [T seigium [EC S
Greece Denmark [gei:¥A
Czech Republic Netherlands
Poland Finland EEEEA
Portugal

Question asked : 19.1_2_3 : Touch points used via smartphone
Base: All product buyers, PL n=2077

Source: Mobile in the Path to Purchase survey 2016

Go: ;:gle| PL



Using smartphones with other devices for product research

29,

Of those who researched on smartphone
and at least one other device research,
% who researched:

equally on
<7 smartphone & mainly on other
RESEARCH MAINLY mainly on smartphone other device(s) device(s)
ON SMARTPHONE
ACROSS ALL
PRODUCTS ; Laptops 49%
Car insurance 59%
Clothing & footwear 57%
Home furnishings 51%

Question asked : Q38 : How would you describe the way you used different devices to research for the product?

Base: All product buyers who researched on smartphone plus at least 1 other device,
GO gle | PL p y phone p

All products n=783, Skincare n=144, Laptops n=178, Car insurance n=152, Clothing & footwear n=174, Home furnishings n=133 Source: Mobile in the Path to Purchase survey 2016



Use of smartphone to purchase, across products

Saudi Arabia Netherlands [JEE3
United Kingdom France [EX3
Romania Greece
Turkey Russia
Ukraine Denmark [g&]
Spain Norway [g&
Israel Austria [
Ireland Belgium [
Germany Czech Republic |4
Sweden Portugal [
Switzerland Finland [
Poland
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Question asked : Q10 : How did you buy?
Base: All product buyers, PL n=2077

Go . gle | PL Source: Mobile in the Path to Purchase survey 2016



Conversion rates of online shoppers by device and
platform Q4 2016

Q4 2015 Q4 2016
Traditional | v B 44
Smartphone |l 1.35 B 1.55
Tablet . B 356

Source: Monetate Ecommerce Quarterly, global stats

Google


http://www.monetate.com/resources/benchmarks-research/?p=research/

Purchase journey is getting more complex
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Cross-device conversions measure users that start with a click on
one device and convert on another




Choosing of attribution model is crucial

SIMPLE MODELS

Conservative growth strategy < - Aggressive growth strate
& &Y 88 g &Y

Last Click Time Decay Linear Position-Based First Click

COMPLEX MODELS

T

a6 A%er

Custom Rules-Based Data-Driven



Data Driven model

I | @e | cvr:25%

I Imm A my m@e
T

Influence on conversion rate: +150%




“What do you dislike most when browsing the web on your
mobile device?”

Waiting for slow .
pages to load 46 % é

Being shown

interstitials 1 60/0

Encountering
unplayable videos 1 4

Getting redirected to
the homepage 1 30/0

Other 1 1 %

Source: Google Webmaster Central Blog, “#MobileMadness: a campaian to help you go mobile-friendly”, April 27 2015


https://webmasters.googleblog.com/2015/04/mobilemadness-campaign-to-help-you-go.html?utm_source=feedburner&utm_medium=email&utm_campaign=Feed:+blogspot/amDG+(Official+Google+Webmaster+Central+Blog)

Google

www.testmysite.withgoogle.com

lest your
mMopile speed.

Most sites lose half their visitors while loading.

B R e M e I e R e BT e e A R e et N e e



Distribution of page speed in this room

0-2s

7-10s

>10s

0% 10% 20% 30% 40% 50%

Source: https://testmysite.withgoogle.com/
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What is a good load time?

i

1-2 seconds: Good

3-6 seconds: Average, but try to improve it.

7-10 seconds: Poor. Get to work.

10+ seconds: I'm very, very sorry.

-Jeremy Smith, Conversion Optimization Expert

Source: "Why Page Load Time Matters for Conversion Optimization"

Google
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http://www.jeremysaid.com/page-load-time-matters-conversion-optimization/
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https://blog.kissmetrics.com/loading-time/?wide=1

Page speed = §$§



Faster means fewer bounces

180,000

140,000

100,000

Sessions

60,000

20,000

13%
bounce
rate

Source: SOASTA, 2015

Google

58%
bounce
. Sessions @ Bounce rate
[ ]
o—
o
./././.
—_—
./. 32
19
6
0
48 51 54 57 60 63 66 69 72 75 78 81 84 87 90

Load time (in seconds)

93 96 99

Confidential + Proprietary
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Faster means more conversions
1.9%

conversion rate

Sessions @ Conversion rate (%)

Mobile pages that

180,000 /.\ 1 50/ load 1s faster see up
* .9/ o .
o N, < orversion rate to 27% increase in
CvR
140,000
[ ]
%)
S e
g 100,000 ~
] \o
()] \.ﬁ.
Ne
60,000 Ne—e—0—o -
\._._.\._./ \.s._.’./o
[ J
20,000 /
()
0 | |
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SOASTA Case study (September 1st, 2015

Google
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http://www.soasta.com/blog/mobile-web-performance-monitoring-conversion-rate/

More wins! Speed = Business Impact
Google YAHOO! Aol.

2% slower 400ms faster Faster pages

l l
2% 9% -

fewer more page views
searches/user traffic

amazoncom
~—

100ms faster

|

o)
1%
more
revenue

s=shopzilla Cathead GQ

5s faster 37% faster 80% faster

| !
o o o
25% 70% 108%
more pageviews, increase in mobile increase in ads
7-12% more revenue revenue per user interaction rate


http://assets.en.oreilly.com/1/event/29/Keynote%20Presentation%202.pdf
http://assets.en.oreilly.com/1/event/29/Keynote%20Presentation%202.pdf
http://assets.en.oreilly.com/1/event/29/Keynote%20Presentation%202.pdf
http://assets.en.oreilly.com/1/event/29/Keynote%20Presentation%202.pdf
http://www.slideshare.net/stoyan/dont-make-me-wait-or-building-highperformance-web-applications#btnNext
http://www.slideshare.net/stoyan/dont-make-me-wait-or-building-highperformance-web-applications#btnNext
http://www.slideshare.net/stoyan/dont-make-me-wait-or-building-highperformance-web-applications#btnNext
http://www.slideshare.net/stoyan/dont-make-me-wait-or-building-highperformance-web-applications#btnNext
http://radar.oreilly.com/2008/08/radar-theme-web-ops.html
http://radar.oreilly.com/2008/08/radar-theme-web-ops.html
http://radar.oreilly.com/2008/08/radar-theme-web-ops.html
http://radar.oreilly.com/2008/08/radar-theme-web-ops.html
https://www.internetretailer.com/2014/02/06/responsive-design-has-awakened-fathead-new-mobile-reality
https://www.internetretailer.com/2014/02/06/responsive-design-has-awakened-fathead-new-mobile-reality
https://www.internetretailer.com/2014/02/06/responsive-design-has-awakened-fathead-new-mobile-reality
https://www.internetretailer.com/2014/02/06/responsive-design-has-awakened-fathead-new-mobile-reality
http://digiday.com/publishers/gq-com-cut-page-load-time-80-percent/
http://digiday.com/publishers/gq-com-cut-page-load-time-80-percent/
http://digiday.com/publishers/gq-com-cut-page-load-time-80-percent/
http://digiday.com/publishers/gq-com-cut-page-load-time-80-percent/
http://www.scribd.com/doc/16877317/Shopzillas-Site-Redo-You-Get-What-You-Measure
http://www.scribd.com/doc/16877317/Shopzillas-Site-Redo-You-Get-What-You-Measure
http://www.scribd.com/doc/16877317/Shopzillas-Site-Redo-You-Get-What-You-Measure
http://www.scribd.com/doc/16877317/Shopzillas-Site-Redo-You-Get-What-You-Measure
http://assets.en.oreilly.com/1/event/29/The%20Secret%20Weapons%20of%20the%20AOL%20Optimization%20Team%20Presentation.pdf
http://assets.en.oreilly.com/1/event/29/The%20Secret%20Weapons%20of%20the%20AOL%20Optimization%20Team%20Presentation.pdf
http://assets.en.oreilly.com/1/event/29/The%20Secret%20Weapons%20of%20the%20AOL%20Optimization%20Team%20Presentation.pdf
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Retail sites are the fastest

Average site speed for retail
across all countries is 3.8 seconds

Travel

Retail

Finance

... especially in Germany

German retail sites page speed
average is 3.6 seconds

Netherlands
UK

France
Spain
Germany

Italy

Sweden



All countries fail benchmark (2+ secs) ... with Travel “Critical”

Netherlands
UK
France
-
2 Spain
LII_.I Germany 3.6 Netherlands
(a' 4 UK
Italy
Sweden E France
Spain
< P
Netherlands E Germany 4.9
UK ltaly
3 France 3.8 Sweden
< Spain 0 5 6
<
Z  Germany CRITICAL
LL

Italy

Sweden

CRITICAL




Engagement Retention

Goog|€ Confidential + Proprietary
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4x <] secC 10x

faster median load times less data
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Progressive Web Apps (PWA)

Raising the bar for new mobile web experiences.

©

Fast Reliable Engaging

Google

Confidential + Proprietary

service worker


https://developers.google.com/web/fundamentals/getting-started/primers/service-workers

Engagement Retention

Goode .~ demyaSeamessSignn



Checkout: Traditional Path

Too many fields lead up to 97 % of checkout abandonment

CREATE YOUR ACCOUNT

@—OCO—C0CO—-0

Basic Info Shipping Billing Payment

Full Name
Email Address
Password

Confirm Password

[ GO TO NEXT STEP

o Create Account: Basic Info

The user is prompted to fill out the minimel information
needed to start the account creation process

SHIPPING INFORMATION

e—60 OO0

Basicinfo  Shipping Billing Payment

Address

City

Zip Code Country

Billing address is same as shipping

[ GO TO NEXT STEP ]

° Create Account: Shipping Info

BILLING INFORMATION

0 0 O

Basic Info Shipping Billing Payment
Billing Address
City
Zip Code Country
v
[ GO TO NEXT STEP

o Create Account: Billing Info

PAYMENT INFORMATION

G @ o @

Basic Info Shipping Billing Payment
Card Number
a
Expires on
v v
Security Code

The securily code appears as 3
numbers on the back of card.

[ CREATE YOUR ACCOUNT

o Create Account: Payment Info

Around 120 taps to complete the checkout

Google

Source: http://www.google.com/wallet/business/payments



http://www.google.com/wallet/business/payments/

How does Google Pay work?

| https://alicesdonuts.xyz |
Checkout

Glazed donut 58.09
Boring bagel 52.99
Total 511.98

‘ Buy ‘

G Pay

Google Pay replaces all the middle steps by browser pre-populated form

| https://alicesdonuts.xyz

Confirmation

Payment Method:
Viga ¥ 1111 03/21

Total amount:
$11.08

‘ Finalize




Checkout using Google Pay

| https://alicesdonuts.xyz

Checkout

Glazed donut 58.09

Boring bagel 52.99

Tota 511.98
‘ Buy ‘

Click on
BUY...

©  aptesting99@gmail.com v

Select payment method

@  Amex--+1002 e
O  Visa+0347 VISA
O Mastercard ++++ 5938 @_—t

(O  Add new credit or debit card

...and on
FINALIZE

| https://alicesdonuts.xyz

Confirmation

Payment Method:
Viga ¥ 1111 03/21

Total amount:
511.98

‘ Finalize ‘




Live examples

Google

= Q% i @217

é

Step 30f 3

Review and pay

Private room in Jordan Valley
Dec 6 - Dec 7, 1 guest \

Add Payment

$1.00 x 1 night $1.00
Service fee $0.13
Occupancy Taxes $0.02
Add coupon

Total $1.15

Cancellation policy: Flexible

Cancel up to 24 hours before check in and
get a full refund (minus service fees). Cancel

Q@ v4@11:26

X

Select payment method

~

G Pay with Google Q

Add new method

e )@gmail.com

Select payment method

Amex ++++ 1002

(O Visas0347

O  Mastercard «++ 5938

(O  Add new credit or debit card

< o o
Example of integration done by AirBnB

1]

VISA

Confidential + Proprietary
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